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7 ‘HERE is nothing more numerous in this world than 


Common Folks. 
Some one has said, metaphorically, that if a pole were 
put from Washington’s head to Lincoln’s, all other Ameri- 
cans might walk under it without knocking off their hats. 
Common people run the earth. They form the bulwark of 
Society, of Government, of Business. They have common 
needs, and common obstacles which they must overcome with 
common sense. The genius is rare—the common man is 
numerous. 
A grand mistake is made when Newspaper Advertising 
is regarded as anything else than a 


Common Sense 


way to obtain and maintain business. All talk about the 
Kings of Advertising, and the Princes thereof, is misleading ; 
while the idea that Newspaper Advertising is only adaptable 
for the sale of Patent Medicines, &c., is responsible for more 
failures than extravagance and speculation combined. The 
truth is, there is scarcely a line of legitimate business that 
cannot be helped by 


Newspaper Advertising. 


The same good judgment that is necessary in the use of 
other business means is necessary in this, also; in fact even 
greater care is called for, as the use of this particular means 
is less generally understood. 

We have been preparing, placing and pushing Newspaper 
Advertising for twenty-two years—never so much asnow—and 
invite correspondence from present or intending advertisers. 


N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA. 
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flantic [Gasflists 


ESTABLISHED i870. 


1400 PAPERS. 


A Select Combination of Country Newspapers, Located 
in the New England, Middle & Southern States. 


60 per cent of these papers are the only publications tn thet? 
respective towns. 
NEW YORK NEWSPAPER UNION. 


260 Parers, mostly in New England, New York, Pennsylvania, New Jerscy, etc. 


P $1.25 per line. 
UNION PRINTING LIST OF NEW YORK. 


{40 Parers, published in the Middle and New England States, etc. 
75 cents per line. 


NEW ENGLAND NEWSPAPER UNION. 


(45 Parers. A local list of New England publications, 





75 cents per line. 


PHILADELPHIA NEWSPAPER UNION. 


150 Pavers, located mostly in New Jersey and Pennsylvania. 


75 cents per line. 


PITTSBURGH NEWSPAPER UNION.: 


170 Pavers, in Western Pennsylvania, Eastern Ohio and West Virginia generally. 


85 cents per line. 


BALTIMORE NEWSPAPER UNION. 


150 Papers in Southern Pennsylvania, Maryland, Virginia, West Virginia, and North 
Carolina, 75 cents per line. 


ATLANTA NEWSPAPER UNION. 
223 Parers in Georgia, Alabama, Tennessee, etc. 


$1.10 per line. 
SOUTHERN NEWSPAPER UNION. 


62 Pavers. A local list, mostly in North and South Carolina, 
30 cents per line. 


AMERICAN NEWSPAPER UNION. 


100 Parers, in Alabama, Mississippi and adjacent States. 
50 cents per line. 


Advertisements inserted in the entire nine 
divisions of Atlantic Coast | ists for 
Agate type. Reading Notices, 50% additional. « 
* ok 
LIBERAL DISCOUNTS ON LARGE ORDERS, 





ATLANTIC COAST LISTS, 


134 Leonard St., New York. 
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ENTERED AS SRCOND-CLASS MATTER AT THE New York, N. Y., Post Orrick, Marcn 27, 1890 


Vol. \ NEW YORK, OcTosper 28, 1891 No. 17. 
DANGER SIGNALS SIGNAL §. 
By W.. H. Eastman. If you have a good thing don't be 


afraid to say so, (If you haven't vou 

rhe eye of the locomotive engineer ought not to be in business.) A hesi- 

is as watchful for the red lights that tell tancy on your part will create doubt on 

of danger ahead as for the signals that the part of your would-be customers. If 

point to a clear track. May not the you seem afraid of your goods they will 
advertiser profitably take lessons in the be no less so of you. 


school of the engineer ? mene. 6. 


SIGNAL I. Avoid the other extreme. Stop when 


Do not forget that good advertising you have said enough. Don't let the 
is not an end, but a means to an end, goods belie the description. 
Vore business is the object sought, and 
whether in the matter of writing, 
playing or placing advertisements, that 
object should be kept prominently in 
view. 


SIGNAL 7. 
dis- Never indulge in.personalities nor in 
anything that will give offense. Don't 
pitch into your rival unless you want to 
advertise his business instead of your 
SIGNAL 2. own, Try to build your trade up in- 

Do not expect advertising to do stead of pulling his down 
everything. To be successful it must 
be backed by honest goods and fait 
dealing, and supplemented by courtesy 
and prompt attention Your place of 
business should be as attractive as your 

newspaper announcement. 


SIGNAL 38, 

Don't be afraid of a little life in your 
advertisements if you want them reac 
lhe parson who suggested to his sleepy 
parishioner that he take a little snuff to 
keep him awake during the Sunday 
SIGNAL 3. service, was asked how it would do to 
**put a bit of snuff in the sermon.” 


When you have engaged your adver- ; 
¢ Ve would suggest the same ingredient 


tising space, do not imagine that any- 
thing will do to fill up. You wouldn't 
think of taking your dinners on that SIGNAL 9 

plan. While almost any advertisement Don’t strain yourself to be “‘ too aw- 
may be better than none, to secure the fyjjy funny.” Your 
best. results (you should be satisfied the whole thing for nothing but a huge 
with nothing less), the quality of your joke ; 
advertising matter is of prime import- SIGNAI 
ance ; quantity secondary. What to say 
and how to say it is of more conse- 
quence than how much space to occupy. 


for your advertisements ; but 


readers mav take 


10, 

Do not think that your business card 
stamped on the wrapper of the goods 
you sell will take the place of a news 
SIGNAL 4 paper advertisement. he object of 
advertising is to secure new customers 
You should keep your old customers 
by your manner of dealing with them 

he fisherman baits his hook for the 
fish that are still in the water, not for 
those he has pulled into the boat. 


Don’t try to crowd a whole dry goc xls 
store into a newspaper column ; you 
want something new for your customers 
to see when they call on you or read 
your catalogue. Better advertise some 
specialty in such an attractive way as 
to command irquiry—then show them SIGNAL II. 
the rest. Avoid imitation in the style of your 
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advertisements. If Brown makes a hit, 
for you to copy it will only tend to ad- 
vertise Brown the more. Have an in- 
dividuality of your own in your adver- 
tisements, even if you have to dodge 
some of these danger signals to do so, 


SIGNAL 12. 

Because you are a shrewd and suc- 
cessful business manager, do not con- 
clude as a matter of course that you 
are the fittest person to write and place 
your own advertisements. Other things 
being equal, you ought to be able to 
make your own business announce- 
ments better than any one else ; but the 
matter of equality is a question of fact 
to be decided in each individual case. 
The old chestnut, ‘‘If you want a 
thing well done, do it yourself,” does 
not apply when you can employ some 
one to do the thing better than you can 
do it yourself. 

; - 


HAMMERING IT IN. 
By D. B. Updike. 


If you see, in passing through the 
country, a large boarding with a pic- 
ture of the rising sun spreading its 
very white rays on a very black back- 
ground, what is the article of which 
you naturally are reminded? It would 
be an insult to the intelligence of the 
average reader to reply ‘‘ stove pol- 
ish"; but this being a rhetorical and 
unnecessary question, it must have a 
formal and unnecessary answer. The 
name of this justly celebrated stove 
polish, as well as its advertise- 
ment, has been imprinted on the 
eye and brain of the public by 
what may be called the ‘* hammer” 
system of advertising. Nowadays 
one striking effect is not enough, 
but you must continue to hammer the 
same image over and over again into 
the mind of the reader until the 
sight of a certain form suggests a 
certain idea. I believe this same 
‘‘hammer” system of advertising 
has come to stay. 

As a contribution to the competi- 
tion which PRINTERS’ INK has in- 
vited, I therefore suggest that the 
best way to advertise at present is 
to take some particular shape or 
form, adapted to the article, or to 
the name of the article, to be ad- 
vertised, and then to advertise 
it in every conceivable place by 


** Get the Best,” and the writer hopes 
that the same success is attending his 


Af 


WEBSTER’S 
INTERNATIONAL 
DICTIONARY 













own arrangement of the Messrs. Mer- 
riam’s new advertisement of Webster's 
International Dictionary, a cut of which 
is given herewith—and in most other 
places. 

If a book is to be advertised, arrange 
a good cover design for it; get upa 
poster to match the cover and arrange 
a circular to match the poster; make 
an electrotype for advertising 72 the 
daily papers to match the circular. Ad- 
vertise it in the daily papers in the same 
way over and over again. By hammer- 
ing on the public mind in this way 
you produce a cumulative effect. The 
poster helps your circular, the circular 
your book-cover, the book-cover your 
advertisement in the daily papers, and, 
best of all, they all help the book. 





that one particular form. Witness, Here, for instance, is an advertising 
for instance, the history of the words electrotype made for Rudyard Kip- 
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ling’s story in a late number of the 
4tlantic Monthly, which is simply re- 
duced from the poster of the same 
book. This was used in newspapers 
and as a circular, and a much larger 
one was used in a magazine, and it is 
hoped that people bought the 4 danti: 
in consequence. In other words, to 
quote a sporting phrase, to 

Ammer, ‘ammer, ‘ammer on the ‘ard ‘igh road, 
is the way to get there. 

Having now given the wise saws, 
proceed to some modern instances 
which illustrate our point. We al 
know the picture of the chocolate girl, 
which Messrs. Walter Baker & Co. have 
for many years utilized to advertise 
their chocolate. At the present Health 
Exhibition in Boston (which, with a 
slight touch of Anglo-mania, the Bos- 
tonians call the ‘* Healtheries,”) the 
Messrs. Baker naturally have a large 
stall, and the attendants at this stall 
are all dressed in the costume of Lio- 
tard’s picture in the Dresden Gallery 
of *‘la Belle Chocolatiere”"—as some 
one said, ‘‘an animated trade-mark 
ready to wait on you.” 


We all know the story of the history 
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class of small children who, after a 
eulogy on Washington, being asked 
whose face was most familiarly known 
to them, with one will set up the deaf- 
ening shout of *‘ Lydia Pinkham.” 

We all know that modern poetry has 
not entirely scorned the art of adver- 
tising, for Dr. Holmes speaks of thos« 
many places where sweet *‘ Lydia greets 
us with astringent smile.” But perhaps 
we do not all know that the foreigner, 
in spite of a precarious existence among 
the ‘‘ decaying monarchies of an effete 
civilization,” still bears away the bell 
for advertising. A letter bearing noth- 
ing but a ne wspaper portrait of a 
celebrated pill-maker, who had by the 
‘*hammer” system of advertising im- 
pressed his features upon the retina of 
every man, woman and child in the 
kingdom in which he lived, was by the 
application of a postage stamp duly 
accepted as properly addressed by the 
postal authorities, was received at it 
destination, and we have no doubt a 
gratuitous box of the precious pills was 
sent in reply. 

So take courage, space, printers’ ink 
(both kinds), and ‘*‘ hammer it in!” 


s 
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THREE VIEWS OF THE ADVERTISING SOLICITOR. 


1. By One Wuo Has Been A Soticiror. 
2. By One Wuo Dears Witn Soticirors. 


3. By One Who Is 


I.—MUST HE BE? 
By W. J. Lampton. 


I am moved to inquire: ‘‘ Must the 
advertising solicitor be a liar?” That 
is to say, Does he need it in his busi- 
ness ? 

What moves me to make this in- 
quiry, I am deeply pained to say, is 
the indubitable, irrefutable and eternal 
fact that some advertising solicitors are 
liars. Not wicked, malicious, abom- 
ination-unto-the-Lord liars, but plain, 
every-day, persuasive liars, who love 
their art and practice it faithfully, as 
all devotees should in whom the spirit 
of hypocrisy does not enter. They are 
truthful in all other respects, as politi- 
cians are; but when they talk shop, it 
seems that they feel the necessity of 
having a separate conscience for that 
purpose, and their conscientious con- 
science is set aside until the business 
on hand is settled fre or con, 

I am not including in this inquiry 
the publisher of the advertising me- 
dium—that is another story, as our 
well-advertised friend Rudyard Kipling 
would say. 

I tried my hand at it once on a pa- 
per with 14,000 circulation daily. 
claimed 17,000 for it, and the publish- 
ers said I was stretching the figures a 
little. I suppose the paper had 5,000 
circulation ; I don’t know ; I only know 
I made a miserable failure of it and 
quit in disgust. 

From later observation, I am pre- 
pared to state that I firmly believe if I 
had claimed 30,000 circulation it would 
have been a ‘‘ go” from the beginning. 
The advertisers I called on, when I 
gave the figures at 17,000, appeared to 
be disappointed right from the start, 
notwithstanding the paper was by long 
odds the best known and most influen- 
tial in the State of its publication. 

I know of one paper with an actual 
output of 3,000 copies weekly whose 
solicitor, an accomplished liar, claims 
15,000 circulation—five readers to each 
copy—and he finds not much difficulty 
in keeping his columns well filled at 
high rates. A man using his consci- 
entious conscience in securing adver- 


— 
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tisers for this publication wouldn't 
stand up for ninety days. Nor do the 
advertisers object; on the contrary, 
they rather seem to like the solicitor 
who, with a cheery smile, a bright 
joke, a pleasant ‘‘ good morning,” or a 
good cigar to spare, is able to wheedle 
them into a contract for a longer or 
shorter time, as the needs are. 

Under such circumstances the ques- 
tion arises, Is not a certain elasticity 
of statement legitimate? Is any man 
strictly honest? Have we not, by 
the compulsion of our environments, 
reached a point in the moral highway 
where we may take with us a brand of 
honesty not quite up to the standard, 
for business purposes, just as we use 
a certain grade of sherry for drink- 
ing purposes and another for the 
table ? 

Certainly the number of copies a pa- 
per prints is not the exact measure by 
which an advertiser is to gauge his 
benefits, for each paper is read by 
many persons. There is no method 
of determining how many, and the so- 
licitor is given a wide field for his ver- 
acity to gambol in. 

And it does gambol, there is no de- 
nying. It gambols too much, possibly; 
but business life is a constant warfare 
of men’s wits, and the keenest cuts the 
deepest. 

a illiainntceeiins 
Il._—**‘ THE MAN WHO WAS.” 
By Chas. L. Benjamin, 


It was Mark Twain, I believe, who 
said of some one (of whom I have for- 
gotten) that he never told the truth 
when a lie would do just as well. Most 
of us are constituted otherwise. If the 
author of ‘‘ Must He Be?” had con- 
tented himself with the assertion that 
the advertising solicitor can lie and 
that he does lie, consummately at times, 
his position would have been unassail- 
able. But to contend that a capacity 
for lying and a constant exercise of 
this ability is a sime gua non to success 
is an argument that is easily refuted. 

Take Mr. Lampton, himself, for an 
example. We have no reason for 
doubting that he was one of those 
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‘* plain, every-day, persuasive liars who 
love their art and practice it faith- 
fully,” but he failed, nevertheless. It 
will not do to plead the fault lay rather 
in the practice than in the theory ; that 
had he claimed, instead of a paltry 
17,000, a circulation of 30,000 copies, 
he would have been successful, for in 
the next breath he shows the incon- 
sistency of this by telling of an ac- 
quaintance, *‘an accomplished liar,”’ 
who claims for the paper he repre- 
sents a circulation of only 15,000 and 
yet finds ‘‘ not much difficulty in keep- 
ing his columns filled at high rates ’"— 
though how he succeeds in interesting 
people in a paper of 15,000 circulation, 
while Mr. Lampton found that adver- 
tisers, when he stated the circulation 
of Ais paper at I 
be disappointed right from the start, 
notwithstanding the paper was by long 
odds the best known and most influ 
ential in the State of its publication,” 
is a question that requires explanation 
However, this proves that Mr. Lamp- 
ton’s failure was not due to any con- 
scientious scruples, nor to any attempt 


7,000, “‘ appeared to 


on his part to preserve some semblance 
of a relation between the actual and 
claimed circulation of his paper. It 
shows us that circulation is not the 
only thing an advertiser considers when 
placing an order. It shows us that a 
man may lie and still be successful. 
But it does not show us, as Mr. Lamp- 
ton intended it should, that i 
necessary to success. 

If the advertising solicitor has noth- 
ing to gain by lying, he loses nothing 
by speaking the truth. If, then, he 
does lie, it is with the expectation of 
gain. But wherein does lying profit 
him? He may claim for the paper he 
represents what circulation he please 
In the words of Shakspeare, he may lie 
“‘with such volubility that you would 
think truth were a fool”; but unless 
his claims are substantiated by Row- 
ell’S Directory they count for little. The 
newspaper directories constitute the 
greatest check upon the circulation liar, 
and upon their ratings more depend- 
ence is placed by advertisers than upon 
all the sworn statements and fac-similes 
of post-office receipts ever produced. 

Taken at its widest latitude, the ad- 
vertising solicitor’s field for lying is 
very limited. It extends scarcely be 
yond the question of circulation, and 
circulation, as has been said before, is 
not the only point an advertiser con- 
siders. Character of circulation counts 
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for much, Rates also influence selec- 
tion. On the question of character of 
circulation, no lying on the part of the 
solicitor will avail. The paper tells its 
own story. Its appearance, its tone, 
its subscription price, the advertising 
it carries, all present unmistakable evi- 
dences of the class to which it caters. 
Lhe subject of rates offers greater op- 
portunities for prevarication regarding 
rock-bottom prices,” ‘* confidential 
But an ad- 


discounts,” and the like 
vertiser can generally estimate a pa 
per’s probable value to himself very 
closely, and will select or reject a me- 
dium according to his own judgment, 
without -egard to repeated »ssurances 
that the rate offered is twenty-five per 
cent below that paid by other adver- 
tisers, 

Laying aside all moral considera- 
tions, the possible advantages to be 
gained by lying do not compensate for 
the time spent in inventing plausible 
fictions. The advertising solicitor may 
be a liar, he sometimes is a liar; but 
in reply to the question, ‘‘ Must He 
Be?” the answer is surely ‘‘ No.” I 
do not believe even Mr. Lampton, 
himself, is serious in championing the 
cause of Ananias He is not really 
wicked, but he shares—with the small 
boy who smokes cigarettes—the desire 
to appear so. 

He likes to startle the reader with 
such questions as, *‘ Is any man strict- 
ly honest?” and to coin striking sen- 
tences like that which concludes his 
article, ‘*‘ Life is a constant warfare of 
men’s wits, and the keenest cuts the 


deepest.”” But lying is not ‘‘ keenness, 





and in the ‘‘ warfare of men’s wits’ 
that which cuts the deepest is Truth 
As they say in that portion of the dic 
tionary devoted to ‘*‘a collection of 
words, phrases and’ quotations from 
foreign languages 
tta rruth conquers all things. 
7 
Iil.—HE CANNOT BE 
By P. T. ‘Barry 

It is the proud boast of our age, 
and especially the glory of the coun- 
try in which we live, that we are sel- 
dom if ever calied upon to refute the 
charge of total depravity—moral, polit 
ical or commercial—in any class of 
men forming an integral part of our 
population. 

It has been demonstrated by the 
best-informed writers of our time, who 
have made a diligent and careful study 


Vincit omnia ver- 
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of the effect of different occupations 
upon man’s moral standing, that the 
average for truth, honesty and com- 
mercial morality is a good deal the 
same in all the legitimate occupations 
of life. 

What must we think, then, of the 
man who, in the light of these estab- 
lished facts and authenticated truths, 
rushes into print with the charge that 
for a man to be successful in a cer- 
tain occupation he must be, perforce, 
a professional liar? Mr. Lampton 
makes the discovery that to be a 
successful advertising solicitor a man 
must be a liar—not, indeed, an av- 
erage, every-day liar, as liars go, 
but a colossal, towering, monumental 
liar, And, what is even more, he has 
made this startling discovery from his 
own personal experience as a liar by 
making a most ignominious failure of 
his occupation, simply, as he states, 
because he did not le enough. 

Mr. Lampton says that he once so- 
licited advertising for a paper of 5,000 
circulation, claiming to the advertisers 
he called upon that it had but a paltry 
17,000 circulation, and made a miser- 
able failure of it because of the mod- 
esty of his claim. He says that if he 
had claimed 30,000 circulation instead 
of 17,000, *‘ it would have been a go.” 
He does not positively avow that the 
advertising solicitor is by nature a bad 
and reprehensible character, but is in- 
clined to divide the opprobrium at- 
tached to his lying between himself 
and the advertiser, who refuses to be- 
lieve a small liar like himself, while he 
seems to be eager to believe the mon- 
umental liar and give him business. 

There is but one way for Mr. Lamp- 
ton to fully satisfy himself and demon- 
strate the success of his theory of a 
successful advertising solicitor, and 
that is to start out upon a second trip 
among advertisers, and more fully 
amplify upon his former method by 
claiming 30,000 circulation for his 
5,0c0 paper. The average advertiser, 
whose means for getting information 
as to circulation and value of mediums 
are known to be limited, will receive 
him with open arms on his second 
visit. The average advertiser, Mr. 
Lampton may be assured, is a very 
unsophisticated individual, who freely 
invests his money on the mere presen- 
tation to him of such plausible stories 
as to circulation as can be told by such 
men as Mr. Lampton. 

I have solicited advertising continu- 


ously for the past seventeen years, and 
in that time repeatedly called upon and 
done business with nearly all the gen- 
eral advertisers of America. I have 
had considerable experience among ad- 
vertisers and advertising solicitors. I 
have watched the success and failure 
of solicitors with considerable interest. 
I have witnessed the brief career and 
lamentable failure of many an advertis- 
ing solicitor who entered the field with 
what he regarded as high hopes and 
brilliant prospects, and who thought 
he possessed the charming manner and 
persuasive magic to convince adver- 
tisers of great circulations which he 
did not have. And I must confess 
that, until after reading Mr. Lamp- 
ton’s paper, I never knew that any 
of them failed because they lied too 
little, but, on the contrary, because 
they lied entirely too much. 

Were there truth in Mr. Lampton’s 
assertion that the advertising solicitor 
to be successful must be an incorrigible 
liar, it would prove also that advertis- 
ers did not know their business, that 
they were no judges of human char- 
acter, easily imposed upon, and knew 
very little of the newspapers in which 
they invested their money. The dis- 
astrous failure of Mr. Lampton proves 
the contrary. It proves conclusively 
that a lying solicitor cannot succeed 
and impose upon advertisers. I have 
never known a lying solicitor to have 
any more than temporary success. He 
comes and goes, leaving no record be 
hind but the contempt of advertisers 
and the scorn of advertising solicitors 
who try to make their business an hon- 
orable and straightforward occupation. 
I claim that no advertising solicitor 
can deceive the advertisers of America, 
no matter how artful and plausible he 
may be. He may possibly succeed 
once, but, certain as fate, he will be 
found out before his first contract has 
expired. No class of men in this 
country know their business better or 
are quicker to detect fraud and imposi- 
tion than our advertisers. And while 
the average advertising solicitor may 
not be, like Caesar’s wife, always above 
reproach, yet those of them who have 
been successful and put in many years 
at the business will, I think, compare 
favorably as to truth and honesty with 
men in other occupations. While the 
business has suffered to some extent 
from the nefarious work of liars who 
from time to time have more or less 
invaded its ranks, yet the men who 
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have followed on the lines of truth and 
taken pains with the work intrusted to 
them have gained the confidence of ad- 
vertisers and built up for themselves a 
business and reputation of which to be 
proud. 


—_— —— _—— 


ADVERTISING A SPECIALTY. 
By G. H. Powell. 
NO, 3.—THE ADVERTISEMENT. 


Assuming that a specialty has never 
been advertised, the first thing to con- 
sider is what style of advertising will 
pay the greatest returns. Che man 
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Pick up a newspaper and request a 
friend, who is not an authority on ad- 
vertising matters, to point out the best 
or most striking advertisement on the 
page. Suppose that page happened to 
be in a certain Missouri paper, from 
which the following is a reduced fac- 
simile of a portion of it. Could there 
be any doubt about the answer? By 
the use of a striking border the Victor 
bicycle advertisement predominates the 
entire page. The original is a four- 
inch double column display, which I 
consider a splendid size to use in start- 
ing a series of effective advertisements. 

Let me state my creed in regard to 

























who knows the secret is yet undiscov- typography. I believe in plain, black 

ered. An advertisement may be never type and borders, without gray lines, 

so good, but who will dare to affirm for advertisements. Artistic beauty is 
Get Cheap Goods.| == mete 2 
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that it could not have been bettered ? 
There are those who pretend that the 
local ‘‘ reader” pays better than a dis- 
played announcement, but it may well 
be questioned. Personally, I have no 
faith in deception, and believe that a 
person who is induced to read an 
article supposing it to be genuine, and 
afterwards finds himself misled by 
** Cow’s Cough Cordial,” is in a frame 
of mind not likely to reassure the ad- 
vertiser if he but knew the reader's 
thoughts. As a free puff the reading 
notice is all right—the more the mer- 
rier—but as compared with a bold dis- 
play advertisement, there can be but 
little doubt as to the superiority of the 
latter, 















not a consideration, but rather some- 
thing that flashes in the eye, compel- 
ling a passing glance. That glance is 
what every advertiser angles for. It is 
not to be caught by a combination 
common to a thousand other efforts 
Let us observe the laws of contrast and 
ve guided thereby. In the center of a 
bed of yellow pansies I once noticed a 
black coleus, which, from the decided 
contrast, led me to examine and ad- 
mire it. I see, in my mind, a line of 
wood type occupying a space of three 
inches deep by six-and-a-half inches 
wide on a page of solid advertisements 
in the New York “Herald. There is 
nothing pretty here, but the contrast is 
sufficient to give the successor of the 
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elder Bennett a severe shock and dis- 
courage those advertisers who pay for 
a two-column space, Suppose that 
horrid, black type proclaimed your 
wares? I have persistently refused to 
use the columns of the Springfield 
Republican because, like the /era/d, 
no special display is allowed. Typo- 
graphical harmony is not what pays 
the specialty advertiser; it is typo- 
graphical contrast. 

Do not misjudge me. I have no de- 
sire to be accused of advocating black 
border and types entirely in advertising. 

If I might be allowed to join the 
ranks of friend Brown's ‘‘ Dead March 
in Saul,” I would willingly walk be- 
hind in a snowy robe, with a white 
banner, and with but two black lines 
inscribed thereon ; ‘‘ Victor Bicycles,” 
And, moreover, when the majority of 
advertisers adopt black borders, I shall 
shift to one made up of blank space. 
I mean to be different or conspicuous 
by my absence. It matters not 
whether an advertisement is illustrated 
wholly or in part, or is composed of 
ordinary type or engraved letters. No 
one style is better than another, as a 
style, but whatever it is let the adver- 
tisement be conspicuous among its fel- 
lows—conspicuous by contrast, if pos- 
sible. 

Every advertising campaign ought 
to be carefully laid out beforehand. 
The amount of money to be appropri- 
ated should be determined within a 
reasonable limit, upon which decision 
must rest many details, among them 
the average size of advertisements. A 
series of advertisements cannot be 
ground out like the police reports of a 
metropolitan daily. Time and consid- 
eration are necessary. ‘The chances 
are that the most satisfactory efforts, 
when completed and laid aside for the 
seasoning process, are liable to lose 
much snap and_ self-congratulatory 
pride. Then come repairs, and fre- 
quently entirely new structures. It 
takes time. The advertising writer 
needs but three mottoes: think, think, 
think. 

A few words about shape. By this 
I mean double and single columns. 
Each year a change might be made 
from the previous one, in this respect, 
when the space is large enough to war- 
rant it. Say this year a two-inch 
double column and next year a four- 
inch single column size. The man 
whv clings to a stereotyped method is 
unprogressive, 
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Another point. Use illustrations 
that illustrate, but don’t pin your faith 
to them entirely. Don’t run the thing 
into the ground. Those ‘* horrid, 
black types’’ mean notoriety, also. 
Use them occasionally and you will be 
benefited. Use borders awhile and 
then something else. Strain every 
nerve to get ahead of the other fellow, 
and you will be talked about. ‘‘ Variety 
is the spice of life’’—and advertis- 


ng. 

A parting word with the owner of a 
specialty. If you hire the brains of 
the advertising writer it is your duty to 
teach him. Because he claims to be 
able to earn you money, don’t misin- 
terpret the meaning. Leave that to 
the flowery writers who are too fond of 
making sausage of the ‘‘ red flag” and 
the pocr ‘‘experts.” The latter are 
here to stay—the good ones—and ad- 
vertising will be better for it. Don’t 
expect a man can write your advertise- 
ments properly until you have thor- 
oughly posted him regarding the line 
of business you are in, where you excel 
others and where others claim to excel 
you. Teach him, show him, and after 
he has completed his education let him 
write. There is less danger that you 
will not get a competent expert than 
the probability that you will not half 
instruct him. And finally, don’t ex- 
pect too much from the best advertise- 
ment ever written. One bullet never 
conquered an army. 
HERE AND THERE. 
By Horace Dumars. 


There has been some change in the 
advertising department of N. K. Fair- 
banks & Co., whose very attractive ad- 
vertisements of Santa Claus and Gold 
Dust Soap are so well known to the 
reading public. Mr. H. C. Bannard, 
who formerly gave considerable atten- 
tion to the advertising of this firm, is 
now manager of two of the largest 
departments conducted by the above- 
named firm, and has appointed Mr. 
W. M. Raymond, at one time con- 
nected with James S. Kirk & Co., to 
act as manager of the advertising de- 
partment. Mr. Bannard will still re- 
tain general supervision of this branch, 
and continue in a measure to give at- 
tention to the field in which he has 
been so successful, and, with the ex- 
perience and assistance of Mr. Ray- 
mond, I prophesy that some very 
handsome work in connection with the 
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Fairbanks productions will be seen in 
the near future. 





Proctor & Gamble’s advertising, al- 
ways attractive, is especially so in 
some of the November magazines, and 
with the position given it in the 
Ladies’ Home Journal the space of 
this firm appears as though it were a 
part of a leading department. Where 
a position can be sec ured that will give 
an advertisement the appearance of 
being the leading illustrated feature on 
the page the advertiser has certainly 
secured all that possibly can be desired 
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in the way of concessions in that eC. 

Some very attractive advertisements 
have recently appeared in the New 
York dailies calling attention to the 
sale of Hasbrouck Heights, N. J., 
and in their construction and styles of 
display I recognize the ‘‘ fine Italian 
hand” of N., ¢ Fowler, Jr Another 
advertisement which has attracted con- 
siderable attention in the real estate 
line is that of E. H. Rath, and almost 
every morning his space contains some 


new style of good display 


I do not remember a time when so 
much individuality has been shown 
among the advertisers of the retail class 
in New York as at present, and in this 
respect the signs are certainly cheering, 


s they indicate that some of the adver 
tisers are waking up to the fact that it 
requires something more than large 
black lines to make good display. For 
several years Rogers, Peet & Co. and 
Lord & Taylor were about the only 
firms whose advertisements could be 
easily distinguished by peculiarity in 
style. Now I see in the daily papers 
the advertisements of several other 
firms, which show at a glance to whom 
they belong. Those who have adopt- 
ed distinct lines of display have, no 
doubt, discovered that many people are 
interested in the advertisements of their 
houses, and that by making their an- 
nouncements attractive and peculiar in 
style, those who desire to find them 
can more easily discover their where- 
abouts. 





I am not an advocate of advertising 
which is left entirely to chance in being 
seen. Make readers see the announce- 
ment, is my motto, and if they are 
looking particularly for your advertise- 
ment, have it so that they can find it 
easily. If it is left to the reader to 
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stumble on the offer you make them in 
the columns of the paper it is quite 
possible that they may stumble clear 
over your advertisement and alight 
upon the announcement of some other 
firm. Good display will more readily 
attract attention if it 1s made distinc- 
tive in style, and even if the best dis- 
play to be had is but indifferent, the 
fact that the advertisement possesses 
individuality will, I think, make it 
more profitable to the advertiser than 
where his space is simply filled with 
the same poor display that character 
izes the general advertising in such a 
medium 


-* 


A CHAT WITH MR. E. T. PERRY. 

















FE, T. PERRY, 


Mr. E. T. Perry, of the New York 
7ribune Building, is the advertising 
representative of the Cincinnati ost, 
the Kentucky /est (Covingtor, Ky.) 
and the St. Louis Chronicle. These 
three journals are members of the fa 
mous Scripps Syndicate. Our reporter 
interviewed Mr. Perry on the subject 
of PRINTERS’ INK, after his return 
from a trip to the West. 


“Do you see or hear of Printers’ Ink 
during your travels?" was askec 

“One good answer to that question,” Mr 
Perry replied, “ will be to tell you this anec- 
dote: Some years ago, when I was perma- 
nently located in Cincinnati, I was well ac- 
quainted with a certain young man who pub- 
lished theatrical programmes and also did 
lithographic work. Finally, my business called 
me to the great metropolis. My former ac- 
quaintance did not know where I was or what 
I was doing. The other day, when I was in 








a oo 


werma 


crs ee 








Cincinnati, I called on him at his office. He 
had just taken up acopy of Printers’ Ink, 
and his first greeting was: ‘I have just this 
moment learned from the journal I have here 
where you are located and what you are up 
to.’”’ 

‘Do you see Printers’ Ink in making your 
calls on advertisers ?’ 

“TI have seen it often, both in the small 
towns and the large cities. Men have volun- 
tarily said to me: ‘I saw such and such an 
article in Prinrers’ INK; it was very good, 
wasn't it?’ Ido not know of hardly a place 

have visited of any note that I have not 
either seen Printers’ Ink or heard the jour- 
nal mentioned by advertisers in some compli- 
mentary way, and referred to as some thing 
particularly bright in journalistic enterprise. 

“What do you think of the periodical as a 
newspaper enterprise? ’ 

“IT think it fills a long-felt want, especially 
for a great many advertisers who are not very 
well posted in advertising. The other day a 
well-known advertiser in Pennsylvania told 
me that he read the journal with great inter- 
est, and that he had derived from it many 
points which had been of benefit to him. 
Though he had been an advertiser for many 
years he told me he always took up the jour- 
nal, expecting to receive benefit from its pe- 
rusal. Personally, I think journals devoted to 
advertisers are advantageous ; they help the 
newspapers and educate the advertisers as to 
the proper ways of advertising. . 

““ What do you think of the literary feature 
of Printers’ Ink? 

“I think that is well conducted—first-class ; 
to use a pat phrase, it is full of meat. 

In discussing its different features, Mr. 
Perry said - 

*The correspondence of your journal is 
particularly noteworthy and valuable. I am 
advertising in Printers’ Ink myself, and 
think it is a splendid medium for reaching the 
people I am after. 
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THE SWAMP ROOT MAN TERSELY DEFINES HIS 
POSITION, 
BincuamtTon, N. Y., Oct. 13, 1891. 
G. P. Rowell & Co. : 

Copy of Printers’ Ink, October 7th, re- 
ceived and article ** Value of Country News- 
papers" noted. We would respectfully beg to 
correct a few statements. Our Swamp-Root 
electrotype occupies four and not four and 
one-half inches, and the reading notices are 
twelve and not fifteen lines. The Press may 
be the best newspaper in Lawrenceburg ac- 
cording to your theory, but there is another 
paper published i in that town with a larger cir- 
culation. The Press will doubtless forward to 

you—perhaps they have already done so—our 
etter of the 30th ult., in which we stated why 
we declined to accept their figures of $17. 
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Deeming it our privilege to answer the ques- 
tion, ** Did the advertiser offer too little, or 
does the publisher ask too much for the ser- 
vice ?"’ we give our opinion in as few words as 
possible. 

First—You will, of course, concede that it 
takes less money to advertise in Indiana than 
in many other States. 

Second—We base the value of the columns 
of the Press on its average circulation, and are 
willing to pay what other firms consider a fair 
price, and no more, 

Third—Mr. Larimer evidently does not take 
into consideration that the foreign advertiser 
cannot afford to pay local rates. 

Fourth—Judicious advertising pays; that 
we cannot dispute. Four out of five of the 
leaders of the proprietary manufacturers are 
largely dependent on the newspapers for their 
business; not so, however, with us. There- 
fore, such papers as Cannot give us a reasona- 
bly fair rate we are able to erase from our 
ists. 

Fifth—Numerous other papers in the State of 
Indiana consider our offers reasonable enough 
to accept, and up to date we have contracted 
with 269 papers there, and every mail adds to 
this list. 

Sixth—We refuse to pay the price the Press 
asks ; first, because it is not worth the money 
and second, because we know other people get 
a lower rate. Mr. Larimer’s letter to you is in 
itself proof positive of this, and that he is en- 
deavoring to protect you in your commission. 

Seventh—We do not propose to unlock our 
safe to Messrs. G. P. Rowell & Co., or any 
other party. We seek to make our one hun- 
dred cents go just as far in our line as you do 
in yours. The publisher who refuses to sell 
us space at as low arate as to G. P. Rowell & 
Co. cannot do business with us. 

Eighth—The Press cannot accept our fig- 
ures, and we decline to meet theirs. Mr. Lari- 
mer will continue to prosper without our ad- 
vertising, and Dr. Kilmer & Co. will continue 
to sell Swamp-Root without the aid of his me- 
dium. 

Ninth and Last—We propose to do news;a- 
per advertising direct with the publishers, and 
not through middle men. 

Which is it, the lady or the tiger? This 
letter is for publication. 

fery respectfully yours, 
Dr. Kirmex & Company. 
Witus Ki_mer. 





Dictated to C€ 
Dictation by Willis Kilmer, Advt. Mnegr. 


ADVERTISING IN COLLEGE PUBLICA- 
TIONS. 


Wasuincton, D. C., Oct. 9, 1891. 
Editor of Printers’ Ink: 

In asserting that advertising in college jour- 
nals pays, Mr. A. E. Beckwith told the truth 
in a recent number of Prinrers’ Ink. The 
rest of his remarks need to be taken, in my 
opinion, with a grain of salt. 

The term “ general advertiser”’ is a little 
vague. Am I wrong in defining it as the man 
who wishes people to know his goods and use 
them—to make whatever he sells or manu- 
factures familiar to the public—rather than to 
get a certain number of orders by return mail ? 
If this is not what Mr, Beckwith means by a 
** general advertiser,” I beg his pardon. 

I have ** business managed” a college jour- 
nal—an old and prosperous one—and know 
something about its circulation. It goes first 
to the undergraduate student; but this is a 
very small part of its field. It goes also to the 
alumni, who have moved back to their homes ; 
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and it goes last, but not least, to the homes 
which the undergraduates have left. The lat- 
ter two sorts of circulation exceed very largely 
that among the local students. In many re- 
spects this circulation is exactly identical in 
quality with that of a prosperous literary peri- 
odical, It goes to the homes of well-to-do 
people, it covers a field which reaches all over 
the country, and—even more than the maga- 
zine or newspaper —it is an object of interest 
to every person in every family to which it is 
likely to go. 

The threshing machine advertisement in a 
publication from Wellesley College seems to 
Mr. Beckwith an absurdity. If so, it would 
be an absurdity in the Century or in Har- 
per’s. It undoubtedly found its way there 
through the fact that the payer of the 
advertising bills is the fond papa of one 
of the Wellesley girls. None the less will 
he reap his reward. If one papa is doting 
enough to advertise in a journal which seems 
to offer but a forlorn hope of increased 
trade, other fond papas will read the journal 
which comes from Mary’s or Elvira’s college 
from cover to cover. First the hard-headed 
reader will be surprised and amused at seeing 
threshing machines advertised in a place where 
he would naturally look for Huyler’s candy. 
Then he will reflect that since that college 
points the way to sound learning, why not to 
good threshing machines? Anyhow, a man 
who knew enough to give an advertisement to 
a bright girl like his Mary, or one of her class- 
mates, probably knows how to build a good 
thresher—and stairghtway he writes for a cat- 
alogue. 

I would not agree with Mr. Beckwith that 
the annual is a better medium for the general 
advertiser than the college weekly or monthly. 
The circulation of an annual is largely padded, 
being sent off broadcast to uninterested people 
It lastsa year. True; but where and how? 
It is read and laughed over when it first ap- 
pears, is compared carefully with the one of 
the preceding year and then is filed away 
Reference to it is rare; and when actually 
made, how much of external things does the 
reader absorb when bent on finding something 
special? An advertisement of a threshing ma- 
chine, or of anything else, placed in its pages 
would be read once, while in the pages of acol- 
lege weekly it is read fifty-two times. If I were 
again a sharer in the profits of college journal- 
ism I should, of course, try to get the dear 
general advertiser into every publication I rep- 
resented ; but if I were the general advertiser 
himself, I would place my contracts for space 
in the columns of the weeklies and monthlies, 
with their large family and alumni circula- 
tions. 

11a S. Leonarp, 
3us. Manager Kate Fields’ Washington. 
aad 
QUEER NEWSPAPER DOCTRINE. 

From the Newburyport (Mass.) News. 

The editor of a paper published not far from 
Chelsea in this State says, in reply to a lead- 
ing advertising agency's desire fora circulation 
rating, that the figures are private and there 
is no reason why the publishers should give 
away their private affairs. That's the queer- 
est newspaper doctrine we ever heard. Either 
the Chelsea paper has a circulation that it is 
ashamed of or else it has something to learn 
about the business. A journal's circulation 
belongs to its advertisers, and the successful 
papers are those which take this view of the 
case and keep their patrons informed as to the 
number of papers their announcement appears 
in, 
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WANTS. 


Advertisements under this head 0 cents a line 


REMIUMS wanted for 200,000 readers. 
Seud terms to West Shore, Seattle, Wash. 


hy ky - ~ wanted to secure subscrip 
tions for PrRinrers’ Ink. Liberal terms 
allowed. Address Publishers of PRINTERS’ 
Ink, 10 Spr uce St., New York 


/MBOSSED BUSINESS CARDS of your 

_4 concern, or catalog covers at $5.00 per 
thousand (in gold). Write, or come in and 
talk itover. GRIFFITH, AXTELL & CADY 
CO., Holyoke, Mass. 


NY PERSON wishing to sell a proprietary 
article of established value may address 
F. K.,” P.O. 622, New York. An article 
calculated to be sold through the mails 
would be most desirable. 


MAKE the best remedy in the world for 

Dyspepsia and all other Liver and Stomach 
disorders. It never fails. But have no money 
to advertise. Who will supply that? Ac 
dress “ FOR A FORTUNE, p. O. Box 1592, 
Philadelphia. 


WANT TO BUY a Republican Daily and 
Weekly Newspaper in a town of from 
20,000 to 40,000 population. If you want to 
sell and mean business, send schedule of ma 
chinery, type, etc., with sworn statement of 
_ year’s business, to “L.A. C.,” 243 State 
, Room 66, Chicago, Ill. 


VERY ISSUE of PRINTERS’ INK is 

4 religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you Want to buy @ paper or 
to get a situation as editor, the thing todo 
is to announce your desire in a want adver 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relied 
upon to do the business 


Wan A man of ability in the adver 
tising line, to travel and solicit adver 
tising for a religious weekly of large circula 
tion. A very liberal salary, or salary and 
commission (if preferred) to the right man 
Do not apply unless you are up in your line 
and are now earning a good salary. State 
experience, wheve had, how long, and, to 
save time, give reference. Address 147 

Seneca St., Cleveland, Ohio. 

a - — 
FOR SALE. 























Advertisements under this head W cents a line 


VINE GOODS for premiums EMPIRE 
PUB. CO., 3 Reade St., New York 


] AIT—For trade fishermen. I write ads 
Good ones B. Cogswell, Oswego, N. Y. 








tg FH RT STORIES for sale. Would also like 
K to contribute regularly for some periodi- 
Akron, QO. 





eal. Address Post-Office Box 15 


VOR SALE—All or half interest in an old 

established Republican weekly newspa 

te T in a live Western town of 5,000. Address 
* PRINTERS’ INK. 


JARMERS’ ADDRE Sin Iowa. 10,000 0n 

644 white envelope ; new ; sure pullers. 

First check for $20 Peel te hes them E. A. 
WHEATLEY, Box 470, Chicago. 








S2..! 5K BU Ys half interest, manage- 

ment and absolute control 
of rot publishing Daily and Weekly 
Newspaper in Northwest Canada. Favorable 
terms. CANADIAN, in care of Miller & Rich 
ard, Toronto, Ont. 





F YOU WANT TO SE L L. your Newspaper 
I or Job Office, a Press, or a Font of Type, 
- ll the story in twenty three words and send 

, with two dollars, to the office of PRINT 
ERS’ INK. If you will sell cheap enough, a 
single insertion of the announcement will 
generally secure a customer, 
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E HAVE A HERRING SAFE that has 

been in use for twenty years, originally 
cost $900; also a Marvin Safe, ten or twelve 
years old, with burglar-proof compartment, 
cost $800. Both of these safes are large and 
first class, and good as new. Will be sold on 
favorable terms. Address GEO, P. ROWELL 
& CO., 10 Spruce St., N. Y. 


Re SALE—1 four horse power Otto Gas 
Engine. Fine condition. Jase overhauled. 
1 Stommetz Folding Machine. Four folds. 
Does good bookwork and excellent newspa- 
per work. Size, 96x52. 1Self Clamping Cut 
ter, Eschlenker patent. Built b’ Howard 
Iron Works, Buffalo, N. Y. Siz 34x36. 1 
Double-cylinder Hoe Press, two years old. 
Fine condition. Bed, 36x52. This machinery 
will be sold in bulk or in part. Great chance 
for some one desiring to fit up an office. Ad 
dress L. L. THOMPSON, 1420 Pa. Ave., Wash 
ington, D. C. 





SPECIAL NOTICES. 


Advertisements under this head, two lines o1 
more, without display, We. a line. 


ys BIBBER’S. 
GPOKANE SPOKESMAN. 
| eesti IS THE MAN. 
L*** INKS are the best. New York. 


A GEN TS’ HERALD, Phila., Pa 
80,000 monthly. 


15th year. 





HE GRAPHIC, Chicago, “the great West- 
ern illustrated wee kly.” 
TWVAE GRAPHIC, Chicago—Most value at 
least cost to advertisers, 
GENTS’ names $1! to $10 per 1,000. 
A AGENTS’ HERALD, Phila., Pa. 
COMPLETE Family Newspaper. SAN 
FRANCISCO CALL. Estab. 1853. 
OR TIRED, WEARY BRAINS, take BRO 
MO-SELTZER. Sold every where 
NGALL’S HOME AND ART MAGAZINE is 
a ladies’ magazine. 25,000 monthly. 
ARGEST evening circulation - Califor 
4 nia—SAN FRANCISCO BULLETIN. 
OUISVILLE COMMERCIAL—Only 2 cent 
4 Morning Daily published in Kentucky. 
P*¥ SSPEROUS, inte lige nt people r a ae ened 
by the SAN’ FRANCISCO BULLI 


I ARGEST DELIVERED DAILY circul: om 
4 in Connecticut—NEW HAVEN NEW 








b1S.; 22.846 W.: cireu 
56.7 4 5 Oui ean FRANCISCO CALL. 
Hs ORDER Mec emis al E nape ing. 
Rhodes, 7 New Chambers St., N. Y. 
E NTERPRISE, Brockton, Mass. Circ’n 6,500. 
Advertising rates 15 cts. per inch pe rday. 
ATENTS FOR INV] ENTORS; 40-page book 
FREE. W. T. FITZGERALD, 80) F St., 
Washington, D. C. 
VHE ADVERTISER’S GUIDE, 16 pages, 
fall enicn, mailed on rece wi of stamp. 
STANLEY DAY, New Market, N. J 


| TRECTORY PUBLISHERS, please send 

cire x W = pee. oe of your directo 
ries to U. eSS8 CO., L. Box 1407, Brad 
ford, Me foo re ‘0., Pa, 


HE ARKANSAS METHODIST has a larger 
circulation in Arkansas than any other 
paper. Yet Rowell’s “ Book For Advertisers ” 
names another paper. Why? 
EDICAL BRIEF (St. Louis) has the largest 


circulation of any medical journal in 
the world. Absolute proof of an excess of 








thirty thousand copies each issue. 
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LORIDA PALMETTO ROOT BRUSH. 
Send 10c. in stamps for sample brush 


made from a root, Give them a trial. FLA. 
PALMETTO BRUSH CO., St. Augustine, Fla. 


DVERTISERS, save postage. I distribute 
circulars and samples throughout W est- 

ern New York. Sent in 10,000 lots and over, $1 
per 1,000. M. C, LUCAS, North Collins, N. 4 


i ER DEALERS.—M. Plummer &C 0, 
161 William St., N. Y., sell every kind of 
paper used by printersand publishers, at low 
estprices. Full line quality of Printers’ Ink. 
Pea Read * “THE AMERICAN ART 
PRINTER.’ Best Printers’ Magazine 

: er year. 

2 College 








yublished. 25 cents a copy; $38.0 
Monthly. C. E. BARTHOLOMEW, 
Place, N. Y. 


100, 000 “COPIES, proven circula 

tion; Scents per nonpareil 
line, and only clean company. Are you in it ? 
The December SEED-TIME AND I ARVEST 
will doit. La Plume, Pa, 


TEWSPAPERS are concerned about ex 
tending circulation and getting adver 
tisements. SIDDALL, 722 Sansom St, Phila 
delphia, represents country newspapers in 
the getting of advertisements. 


CAN SEE THROUGH IT, CAN’T YOU 

If not, advertise in THE MepicaL HERALD 
TeN YEARS THE LEADER IN THE WEST AND 
Soutu. For rates address CHAS. W. FAS 
SETT, Bus. Mgr., St. Joseph, Mo. 


Lf application, we will send any news 
paper or periodical copies of our pa 
tions for review and notice. Address F. H. 
LEAVENWORTH PUBLISHING Co., publish 
ers of THE INDICATOR, Detroit, Mich. 


Lo ke? NOT OWN an Illustrated Newspa 

ver to advertise your business? Did 
you phew it could be done at moderate cost ? 
Particulars and samples free to any respon 
sible firm. PICTORIAL WEEKLIES CO., 
28 West 23d St., New York. 


‘MART EDITORS GET CREDIT for the 

bright, original Editorial “copy” which 

I furnish promptly every week at a merely 

nominal price. Se nd for samples, stating 

politics. Reference: Geo. P. Kowell & Co. 
Address G, T. AMMOND, Newport, R. I. 


TPVHE GREAT MEDIUM for the South and 

West. BELFORD’S MAGAZINE, month 
ly, New York, is among the 161 newspapers 
to which the new edition of the American 
Newspaper Directory for 1891 accords a regu 
lar circulation of more than 50,000 copies each 
issue. 


ETHODISTS outnumber all other de 
nominations in Georgia. “ The Confer 
ence Annual” (official), issued Dec. 25, is put 
by the preachers in thousands of homes. To 
meet expense of illustrating and oergine, 
a few select advertisements will be taken. 
Address Rey, E. R. COC K, Editor, Sparta, Ga. 


ENVER, © ‘olorado.—Geo. P. Rowell & Co. 

of New York in their new BOOK FOR 
ADVER' TISERS name the best, most widely 
circulated, most influential papers at each 
important center of population or trade 
throughout the whole country. For Denver 
the paper accorded this distinction is the 
DENVER REPUBLICAN. 


( F the 207 newspapers and periodicals pub 
lished in Connecticut in 1891, the HART 
FORD TIMES stands at the head in point of 
circulation. The American Newspaper Di 
rectory rates it the highest by several thou 
sand. It is undeniably the newspaper in 
Conn. for the advertiser seeking best results. 

A popular family newspaper. 


HE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min- 
eral region of Alabama. Average daily cir- 
culation, 7,500; average Sunday circulation, 
10,000 ; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000. For advertis- 
ing rates address 1HE AGE-HERALD COM- 
PANY, Birmingham, Abdeoane. 
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For the purpose of offering some consid- 
eration to those who intend sending orders 
for PRINTERS’ INK for advertisements to 
run through the entire year 1892, the pub- 
lishers have now decided to accept such 
orders at schedule rates, and to insert the 
advertisement in all the remaining issues 
for 1891 WITHOUT ANY CHARGE WHAT- 
EVER. 

No issue of PRINTERS’ INK for the 
remainder of the year 1891 will be so small 
as 40,000 copies. 


Any person contracting now for a yearly 
advertisement to be inserted in PRINTERS’ INK 
will be entitled to receive additional the full 
amount of his order in yearly subscriptions to 
PRINTERS’ INK, and his subscribers will be in- 
formed of the name of the person to whom they 
have become indebted for the complimentary 
yearly subscription. 

It is apparent from the above proposal that 
an advertiser who contracts for a page in PRINT- 
ERS’ INK for 1892 at $5,200 is entitled to 2,600 
paid-up subscriptions, to be sent to any names 
selected by him of persons who ought to become 
advertising patrons of his own. If he sends 
names of persons who are already on the sub- 
scription list of PRINTERS’ INK, a record of 
such will be kept, and he will be allowed to 
furnish additional names to be substituted. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusutsners. 
Office: No. 10 Spruce St., New York. 
Issued every Wednesday. Subscription Price 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 

price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line 
Advertisers are recommended to furnish new 
copy for every issue Advertisements must 
be handed in one week before the day of pub- 
lication 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, OCTOBER 28, 1801. 

For the week ending October 21, 356 new 
names were added to the mailing list of Print- 
ers’ Ink 


THE PRIZE AWARDED 


TO MEN WITH IDEAS, 

It is the aim of Printers’ Ink to present as 
many new and practical ideas in the adve rtis- 
ing line as possible. The editor is always glad 
to receive and examine articles relating to this 
subject. Manuscripts that are not found avail- 
able are promptly returned. 

In order to stimulate ideas still further an 
draw contributions from new sources, the pub- 
lishers of Printers’ Inx will pay $100 for the 
best article received before October 15. Con- 
tributions may be as short as you please 
but should not exceed 1,000 words in f ngth. 
They will be judged solely upon their probable 

value and helpfulness to advertisers. Writers 
who desire the return of their manuscripts, if 
not successful, must enclose stamps to pay the 
postage.—Printers’ Ink, Sept. 9, 7Sor. 

Out of the contributions received in 
response to the above announcement, 
six were selected as possible prize 
winners, Five presumably competent 
persons were appealed to to select the 
contribution most worthy. Four of 
these persons selected each a different 
contribution ; but when the fifth one 
made his report, he was found to have 
agreed with one of the others, and the 
one-hundred-dollar prize was _there- 
upon awarded to Mr. W. H. East- 
man, of East Sumner, Me. A contri- 
bution by Mr. D. B. Updike, of 
Boston, Mass., was the first choice of 
one of the judges and the second 
choice of three. A contribution by J. 
Gibson Bowman was the second choice 
of two of the judges, and contribu- 
tions by W. H. Maher and Ben Bolder 
were each the first choice of one of the 


judges. About twenty of the contri- 
butions were considered worthy of 
space in PRINTERS’ INK, and will be 
used and paid for at their estimated 
value. All of these contributions will 
shortly be published in No. 2 of G. P. 
Rowell & Co’s Advertising Manuals— 
price 50 cents. 





AMONG a certain class of advertisers, 
who are to a large extent the chief pa- 
trons of the home and story papers, 
there seems to prevail the idea that 
successful advertising consists simply 
in getting a great number of replies. 
Accordingly, they contract their adver- 
tisements with this one object in view. 
The word “‘ Free” is displayed in heavy 
gothic type and the advertiser seeks 
to give the impression that he wants 
simply a few addresses to which to 
send his ‘‘ beautiful sample assort- 
ment” or ‘‘valuable premium” with- 
out charge. 

There is no doubt that this sort of 
advertising produce results—re- 
sults in the form of a large number 
of postal-card applications, mostly ill- 
spelled and evidently coming from an 
ignorant class of people, with little 
money to sperd, Anything offered 
free attracts them, just as molasses 
draws flies. They are naturally more 
eager to get something for nothing 
than the class of people who are in 
comfortable circumstances. The ad- 
vertiser who finds the applications and 
inquiries pouring in upon him and who 
sees his mail daily growing in pro. 
portions, may think that he is doing 
good advertising. He may not ever 
find out his mistake until the end of 
the year, when he comes to balance 
his books. 

rhe mistake is not an uncommon 
one, as an inspection of the current 
newspapers and magazines will show. 
The reason is that so many advertisers 
fail to consider what is the prime ob- 
ject of all newspaper advertising. It 
is to bring the seller in communication 
with possible buyers. People who are 
not likely to become buyers are worse 
than useless. Even with some article 
of universal consumption, it is better 
not to make too much of a feature of 
free offers, Rather write your adver- 
tisement so as to attract buyers. The 
commonest method of attaining this 
object is to display most conspicuously 
the name of the article offered for sale. 
Thus the word ‘‘ furniture,” if given 


the greatest prominence, will immedi- 




















ately interest the person who is looking 
for a folding-bed or a writing-desk. 
The man who lives in a hall bedroom 
and who doesn’t want any furniture 
will pass the advertisement with a 
mere glance. On the other hand, if 
the advertisement offered a handsome 
match-safe to any person who would 
send a two-cent stamp, with his ad- 
dress, the hall bedroom man and a 
great many others like him would send 
in applications. 

Word your announcements so that 
they will reach the people who are 
likely to become customers. 





For the purpose of offering some 
consideration to those who intend send- 
ing orders for PRINTERS’ INK for ad- 
vertisements to run through the entire 
year 1892, the publishers have now de 
cided to accept such orders at schedule 
rates, and to insert the advertisement 
in all the remaining issues for 1891 
without any charge whatever, 

No issue of PRINTERS’ INK for the 
remainder of the year 1891 will be so 
small as 40,000 copies 

Any person contracting now for a 
yearly advertisement to be inserted in 
PRINTERS’ INK will be entitled to re- 
ceive additional the full amount of his 
order in yearly subscriptions to PRINT- 
ERS’ INK, and his subscribers will be 
informed of the name of the person 
to whom they have become indebted 
for the complimentary yearly subscrip- 
tion. 

It is apparent from the above pro- 
posal that an advertiser who contracts 
for a page in PRINTERS’ INK for 1892 
at $5,200 is entitled to 2,600 paid up 
subscriptions, to be sent to any names 
selected by him of persons who ought 
to become advertising patrons of his 
own. If he sends names of persons 
who are already on the subscription list 
of Prinrers’ INK, a record of such 
will be kept and he will be allowed to 
furnish additiona! names to be substi 
tuted. 





THE editor of the Lancaster (N. H.) 
Democrat, in requesting delinquent 
subscribers to ‘‘ pay up,” incloses a 
pink-tinted circular with the following 
affecting appeal 
LISTEN TO OUR TALE OF WOE. 
WE NEED MONEY. 

The office ** devil’ is seven weeks behind on 
his wages, and kicks on soup three times a 


day. He may get mad and leave. 
The paper dealers won't trust any more. 
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Our woodshed is empty and a cold winter 
coming. (The neighbors have all bought pad- 
locks.) 

The cow has dried upand the baby is living 
on lime water. 

he hens are on a strike, and the McKinley 
bill has boosted the price of codfish, 

Our summer pants are worn through the 
pat hes, and the tailors are suspic 1ous, 

The grocery boy said he had orders not to 
call any more, 

Our wife says something must be done. 

We have borrowed money to pay postage on 
this letter. If you can’t send us the money, 
please write us your ideas of the quickest and 
easiest method of suicide, Tue Eprror, 

--- ‘ 
THE REVIEWER. 

There is one recent development in 
circular advertising that ‘‘’‘the Re- 
his special privilege to 
jump on”’—to use the vernacular. 
Ever since the New York World and 
the A/atl and Express had their charm- 
ing house-warmings advertisers have 
been in receipt of handsomely en- 
graved or neatly printed invitations 
from various newspapers to apparently 
similar festivities. But when the invi- 
tation is closely scanned it turns out a 
delusion and a snare, and one’s hungry 
anticipations of good things to come 
vanish like castles in Spain. As for 
example : 


viewer” feels it 


) ) 
Vi feasad Wrolesd Ponnet's Dons 


Beg casd lhe pleaswis of yout company 


al lhe offic of 
the Ver bork Ledger 


Doscrecter tak, ace A Jersrcder (0h 


& farhefiate im ha benefits of 


aderiluung om Che 


Fa Ty /, 
Shantagening and Chiestmnas 
. 
4 
Yer bers 


BW pinrchierlers of ohhh ave veled 


on Chead page hereof, 


Now, the New York Zedger is such 
a vigorous champion of the value of 
advertising, as applied to newspapers, 
that one might forgive the above on 
the ground of a first offense. But 
when the unsophisticated advertiser is 
submitted to similar mortifying disap- 
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pointments at the rate of about one 
per diem, the thing gets to be a trifle 
monotonous. For example, the Chi- 
cago Dry Goods Bulletin requests the 
pleasure of my company at a gathering 
of the best known wholesale houses in 
its November issue, and the Boston 
News sends me an *‘ At Home” card, 
intimating that its cup of happiness 
will not be full to running over unless 
I will consent to attend its ‘* reception 
of advertisers and advertising every 
day in the year.” 


* * 
The last straw comes in the shape of 
a wedding invitation from a_ well- 
known bicycle concern, inviting me in 
formal terms to attend the union of 
the various parts of its mechanism at 
the company’s factory in Massachu- 
setts. There is one consolation, how- 
ever, in connection with this latter: 
that the invitation does not imply the 
necessity of a wedding present. 
x» 


THE LEWIS 


Celebrated Underwear. 


—_ “Tr 
With Patent Full-Regular, 
Tension Yoke Extra-fin- 
Sold on our pos- ished, Tailor- 

Trimmed. 
Absolutely 
perfect in 
Construc- 
tion. Sea- 
sonable for 
Men, Women, 
and Children 
in combina- 
tion suits and 
Separate Gar- 
ments. 


























itive guarantee. 
Unequalled in 
purty of. stock 
and beauty of 
finish, and ad- 
mitted by the 
best trade to 
have no superior 
in the market. 





— a y ; - 
Ask your dealer for it, and take n0 other. 
LEWIS KNITTING CO., Janesville, Wis 














I have watched with a morbid, un- 
natural sort of interest the appearance 
of this advertisement in the magazines 
from month to month; but it was not 
until recently that I became aware of 
the cabalistic message just below the 
rock on which the boy stands. For 
the benefit of near-sighted readers I 
append a free translation : 

Mama! Thats the nicest, ain't it. 

If the youngster’s ‘‘ Mama” is really 


on the premises she ought to take him 

home and wash his face. Surely ad- 

vertising that costs $1.75 a nonpareil 

line ought to warrant a better cut. 
«% 


FIFTH AVENUE 
5] NEW YORK. 


CAMERON 
202 FLATBUSH AVE. 
BROOKLYN. N Y. 


DEAR SIR 


THE OVERCOAT | PURCHASED 
AT YOUR STORE FOR fi2 IS 
SATISFACTORY IN EVERY PARTICL- 
LAR AND COOO AS THOSE 1 
FORMERLY PAID 245 FOR 
! CORDIALLY RECOMMEND yYOuR 
CLOTHING 

RESP'Y YOURS 


TP a 


THE ORIGINAL LETTER OF THE ABOVE 

(S$ TO BE SEEN NOT AT OUR STORE. 
What can be said for or against the 
above advertisement? One needs to 
scan it very closely to find the catch 
which is concealed in the last line. 
This suggests the New York //erald’s 
sensational account of all the animals 
in the Central Park menagerie break- 
ing loose, which celebrated ‘‘ fake,” by 
the way, I believe, proved anything 
but profitable for the paper that 
printed it. 





* 
* * 

Something unique in the letter head 
is the following ; it is genuine : 


rte JUNK SHOP OF 
PEAY, ‘‘ The Botch,” 
PHOTOGRAPHER, 

And Dealer in— 
Watches, Jewelry, 
AND SEWING MACHINES. 

All Goods Warranted “ Genuine” or 
* Bogus.” 
WILLARD, KY.,....+0++++-+- 189 


The idea of applying depreciating 
epithets to one’s self and one’s work is 
far from new. The advertiser ‘* banks” 
on the supposition that the reader will 
construe the eccentric announcement 
as gentle irony, but he would have no 
right to complain should he be taken 
literally, 
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Miscellanies. | Horse Semse.—Mrs. Eastern: My 
onmenenen | goodness me, Hiram, I see by the papers that 

NOT SO EASY AS IT LOOKS | a man has just died aged 118 years. 
| Mr. Eastern—Waal, wan't it “bout time, 


| Maria? i} 
He was looking ata typo faria ?—Z 


Piling letters in his stick, St. Peter—You are the man who used 
And each one seemed to fall in line to write jokes about me for the New York pa- 

., 5o gracefully and slick. pers. Go down below. 

* That’ s easy work,’’ he muttered, Shade—But say, just think for a minute of 

‘IT e’en could do it well all the free advertising | gave you.— 7a: 

If I only had a half a chance Topics. 

And could the boxes tell.’ ~-s . : ’ 
The typo bade him try his hand ; Phe Pri yprietor s ¢ rder.— Managing 


O'erjoyed the stick he took Editor (mopping his forehead): Whew! It's 
He set one line—it’s standing yet hot. Gentlemen, you have been called t 





la Beays Ais sout oF look. | gether to hear a new order just tele graphed 
Vontreal Gasette. from Bar Harbor by the proprietor of this 
oe "= ie 4»| great journal. He says that during this hot 
What paper do you take, Lott ¢ | weather nine-tenths of the people in cities do 

‘I've spent most of my time ely taking | little but sit around and read newspapers. 

up my son-in-law’s.”—Puck. Perspiring Staff (genially)—Yes 
a great many daily papers talk « a may } po He thinks, therefore this 
“ special features. A good spec ial fe atur |S 1¢ time for making ten-strikes and getting 
new readers 


for a newspaper man is “a nose for news. 


> 7F Perspiring Staff (weakly)—Ye 
Boston Com. Bulletin. I got — y Ds 


| Managing Editor—He consequently oe rs 
ack—It is no wonder the Chicago | that from now on to cool weather every issu 


girl is proud. of this paper shall be just scintillating with 


Tom—Why not? brilliancy. 
Jack—Because all the newspaper writers in Perspiring Staff (faintly)—Y—e—s.—.\. 
the country are at her feet.—L//e. York Weekly. 








A Wisconsin editor discovered seven | * : 
skeletons in a mound near his town the other | BEA T TY Organs$up. Catalogue Fr m 
_ . . Dan’ 1 F. Be atty, Wash'ton, N. 

day, and he believes that they belong to men | —_________ 


who tried to start newspapers in that vicinity LETTERS. to let. Good ones. J. H. 
Enquirer-Sun. Goodwin, 1215 B’way, N.Y. 
Stranger—And you say the editor 

died with his boots on ? 


Printer—Yes, sir. You see, he knew the 
town so well he wouldn't pull ‘em off for ween . 
fear they'd steal his socks.—A/s/anta Consti-|. NEWSPAPER PUBLISHERS! 
tution. Send subscription rates and discounts for 
: . P * 1892 ve Subscription Department. 

Business Instinct.—Newsboy: Pa-| THE N. Y. NEWS CO., 2) Beekman St., N. Y 


per, sir ? ae _——— | G OL DTHW AITE’S 
Gentleman—No ; don’t want a paper ¢- 
GEOGRAPHICAL MACAZINE. 


can’t read. 
3oy—Here ; I'll let you have one for two CIRCULATION UNIVERSAL. 


’ ve i Os ‘ « P B o Ne 
cents, an ye kin amo yourself countin’ de Ww HENEVER an advertiser does business 
letters. — uc with our Advertising Agency to the 

** Great heavens !”’ said the country amount of $10, he will be allowed a discount 
; ; “] a ay. sufficient to pay fora year's subscription to 
editor to the compositor, can’t leave the| Ppiwrers’ Ink. Address: GEO. P. ROWELL 
office for a day but what you make a fearful | & CO., Newspaper Advertising Agents, No. 10 
Only yesterday I sent up a para- | Sprue @ St , New York 





















mistake 

graph acknowledging the receipt of a string of Saciimiiie iain te ander from 
trout, and you didn’ t know enough to set it up| Photos. Che sapest = wpa yp 
* spec ‘kled beauties. Boston Transcript. pA made. Send for p t “ENTR 
>| SS SS 8 

He—Have you heard the news? | PRESS ASSOCIAT'N, Columbus, 0 





Yesterday morning Mary Dawson jumped int » TANHE poner ny nn E of the American Newspaper 
her father’s carriage and el ped with the} | Directory is Five Dollars, and the pur 
chase of the book carries with it a paid sub 


coachman 
She—What’s her father done abont it? 
He—He has advertised, ‘* Se nd be 


scription to Printers’ Ink for one year. Ad 
k th dress: GEO. P. ROWELL & CO., Publishers, 
ack the! No, 10 Spruce St., New York. 














horses, and all will be forgiven — 
Y HIS PAPER does not insert any adver 
ou used to be quite de voted to the | tisement as reading matter. Everything 
American comic journals,”’ said Blux's friend, | t does appear as reading matter is inserted 





who had called at his apartments. ‘* Now I free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 

, , ” cial Notices are nearly as interesting as reac 
ai Nos ton mag oo a meee le died k ing matter. The cost is %) cents a line each 

o, dear boy. My uncle die last wee issue for two lines or more. 

I’m in mourning Washington Star —_— ——$$___—__—__—_—_ 
’ y= Was Abm. Lincoln a Spiritualist ¢ 

A Boston man lost twenty-five thou-| py nc Maynard. A eculiat, Guriona, start 
sand dollars by flipping pennies at a thousand | ling book—more so than any since Uncle 
dollars a flip. We remember a magazine pub-| Tom’s Cabin. It deals with high official and 
lisher who hired a new editor and taught him | private life during the fateful war years. A 
secret, unwritten page from the life of him 


see only London humorous publications. It 





to “ flip”; and at the first sitting, the same | whom time serves only to maa greater and 

being a ratification of the bargain, succeeded more understood, 12mo. Cloth, pp. 94, 16 
ying him his salary six months in advance. | jjjus., $1.50 postpaid. HARTR ~y 4 Pub., 

—Fudge. | Phila., Pa., or of any bookseller in the U. 8, 


















































$150.00 Per Month 


for your own selection of any 50 or more 
daily pepere from list for one inch of space 
(weeklies gratis), 260 papers to select — 
having a combined monthly circulation of 
8,807,800. Send for this list. 


B. L. CRANS, 10 Spruce St., N. Y. 
F YOU WISH to advertise anything any 


where at any time write to GEO. P. ROW 
ELL & CO., No. 10 Spruce St., New York. 








IY» Newspapers printed in for- 
eign languages. Complete lists of Ger- 
man, Scandinavian, French, Spanish, or 
Portuguese newspapers in the United States, 
or all those printed in any language other 
than English, may be found in Geo. P. 
Rowell & Co’s “ Book for Advertisers,” which 
is sent by mail to any address for one dollar. 
Apply to GEO. P. ROWELL & CO., Publishers, 
10 Spruce 8St., New York. 


MUSIC FOR “x7 
Men 
If you desire a fine Guitar, Mandolin or Zither 
for your rsonal use, send a copy of your 
paper and lowest rates to the manufacturers 
of the world-famous 
WASHBURN Guitars, Mandolins 
and Zithers. 
LYON & HEALY, State & Monroe Sts., Chi 
cago. N. B.—A “ Washburn Souvenir” cata 
logue sent free on request. Contains por 
traits of famous artists. 


Coe PAPERS. Trade Papers. Complete 
lists of all devoted to any of the various 
trades, professions, societies, etc., may be 
found in Geo. P. Rowell & Co’s “ Book for 
Advertisers,” which is sent by mail to any 
address on receipt of one dollar. Apply to 
GEO. P. ROWELL & CO., Publishers, 10 
Spruce St., New York. 


Dodd's a wanse.afr Boston. 4 
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CATALOGUE OF 4,000 PAPERS in which 

we own $100,000 worth of advertising 
space that we wish to sell, will be sent to 
any address on receipt of 15 two-cent stamps. 
We will receive orders for advertisements 
to be inserted in these papers and accept 
from parties having fair business ratings 
notes coming due after the advertising has 
been placed and its results realized. Address 
ROWELL’S NEWSPAPER ADVERTISING 
BUREAU, 10 Spruce St., New York. 


Study Law 
At Home. 


Take a course in 
the Sprague Corre 
spondence School of 
Law. Send ten cents 
(stamps) for partic 
ulars to 


W. C. Sprague, L.L.B. 
312 Whitney Block, 
Detroit, Mich. 


O EVERY PERSON who will! procure five 
cash subscriptions to PRINTERS’ INK, 

we will send the paper for one year gratis 
and a cloth-bound copy of our “ Book for Ad 
vertisers ;” for ten cash subscriptions, a copy 
of the American Newspaper Directory will 
be given as an additional premium. Address 
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PRESSWORK. 


Large Runs Solicited. 

Facilities 300 Reams Daily. 
GIBB BROS. & MORAN, 
PRINTERS, 

15-51 Rose Street, - New York. 
COMPOSITION ELECTROTYPING— BINDING. 


ADVERTISE IN 
The National Reporter System 


10 Magazines, 30,000 Weekly Circulation. 
All paid subscriptions of highest class. 
They MUST be read! 
They ARE read! 
They PAY the advertiser ! 
For particulars address 


S. C. WILLIAMS, Mgr., 42 Tribune Bg., N. Y. 












Be ONE IN NEED of information on 
the subject of advertising will do well 
to obtain a copy of “ Book for Advertisers,” 
368 pages, price one dollar. Mailed, postage 
paid, on receipt of price. Contains a careful 
compilation from the American Newspaper 
Directory of all the best papers and class 
journals; gives the elecuintion rating of 
every one, and a good deal of information 
about rates and other matters pertaining to 
the business of advertising. Address ROW- 
a ” imines BUREAU, 10 Spruce 


Do You Use 
Advertising Signs? 


We charge more for placing them on prom- 
inent walls and Bulletin Boards, where thou 
sands see them daily, than you pay your lo- 
cal painter for placing them on back streets, 

Such locations are seldom worth cost of 
the paint. 


The R. J. Gunning Co., 


297 Dearborn St., Chicago. 








A Thousand Newspapers 


A DAY ARE READ BY 


The Press Clipping Bureau, 
ROBERT & LINN LUCE, 
103 Milk St., Boston, Mass. 
WHO FOR ? Business houses, 
that want earliest 

news of construction ; 

Supply houses, that want addresses of 
probable customers; 
Sixty class and trade papers; 
Public men, corporations, professional 
men, who want to get news, see what is said 
of them, or gauge public opinion. 





** Little and often fills the purse.” 


DOLLARS 


in costly space saved if you use 
a little primer about your bus- 
iness to supplement your general 
advertising. 

Send stamp for my primer 

“IN A NUT-SHELL.” 
FRED. W. GOUDY, Business Writer, 


171 La SALLE ST., CHIcaco, 





GEO. P. ROWELL & CO.,, Publishers, 10 Spruce 
St., New York, 
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IMPORTANT TO ADVERTISERS, 


Just issued, Remington's Newspaper Man.- | 


ual (5th year). Complete list of all papers 
in U. 8. and Canada, with circulation, day of 
issue, etc., etc. 19 pages, in cloth, $1.00 pre 
paid. REMINGTON BROS., Pittsburg, Pa. 


OVERMAN WHEEL Co., 


MAK ’ 
CHICOPEE FALLS, MASS. 
BOSTON. WASHINGTON. DENVER. SAN FRANCISCO 
A. G. SPALDING & BROS., Special Agents, 


Chicago, New York and Philadelphia. 








A Substantial Medium 
Giving Substantial Returns 
To Substantial Advertisers. 


December Number 


400,000 COPIES. 


Forms close Nov. toth. 








Space of the agencies or the 
publishers, S. H. Moore & Co., 
27 Park Place, New York. 


| 


: 











STRICTLY SCIENTIFIC. 


FLOOD OF LIGHT 


ON THE LAW 


OF 


HEALTH AND DISEASE. 


Price, 25c. per Copy. 


> 


FOR SALE AT BOOKSTORES OR BY 
N. HELMER, 
The Author and Publisher 
822-24 BROADWAY, cor, 12TH STREET, 
New York City 


Publishers, or their families, in ill health, 
will do well to send me their business card 
for a free copy of the above work. Having 
“a good thing,” Laspire to become the lead 
ing advertiser in the world and thus begin 
at the fountain-head by promising to you, 
one and all, that my pen and the publisher's 
types shall never be prostituted by myself to 
disseminate attractive falsehoods for pur 


poses of gain. 


N. HELMER. 





Love or Monty 


—-MAKES MISERS 
MAKES MILLIONAIRES 
The Millionaires advertise. They use Cuts 
The Misers don’t. 

If you wish to increase your business, 7. « 
be more successful—use nice, outline cuts 
fill your newspaper space, etc., with good 
matter. In other words, get it of 


THE ART LEAGUE, 
133 World Building, N. Y. 






































A PERFECT SEASON OF 
RESULTS 


Advertisers are reporting larger returns fron 


ALLEN’S LISTS 


than ever before. 





Those whose business is of such a nature | 


that they can trace their returns to the me 


diums that influence them, find that Allen’s | 


Lists 


LEAD ALL THE REST! 


A number of the most conservative of the 
great business houses took special means 
of making such tests. The result has = 
formly been large, continuous contracts. 
court the test; it is a race we like lm, | 
especially in company with the fastest of th 
gilt edged. 


ALLEN’S LISTS, Augusta, Maine. 


Annual Premium List 


IN— 


Artbar’s 
New Home 
Magazine, 


Ilustrated, 
PHILADELPHIA, 
FOR 
November and 
December. 


Large Extra Edition. 





Goop TIME T T° TRY IT. 55° o Pearl S Street, New York. 


No advance in rates. 


PRINTE 


RS’ INK. 
Let Us 
‘Reason Together. 


Our business is to give you a 
good article, when you send us 
an order, and charge you a fair 


price for the same. 


Our Aim 


and desire is to have you 


Try Our House, 


and be convinced of the merits of 
our claim 

Send us a trial order, and if the 
ink is not found as represented, it 
may be returned, at our expense 
both ways. 

Send for specimen book and 

price list. cAddress— 


/W. D. Wilson Printing Ink Co. 


(Limited), 
140 WILLIAM ST., NEW YORK. 


Pree, © comme, oars he 









Pvsinare sy BOOTS ££ ABIICS PU’ CO 
Ce entiiieten’ es 


LEADING 
FASHION 
MONTHLY 


120,000. 


Advertising Rates, 45c. 
a line. 


y Preferred positions extra 
Forms close the 20th of the Month. 








A solicitor of large experie nee, busine 38 

tact, integrity and push, wanted in New 

York, Phila ladeiphia, Baltimore, New Orleans, 
ago, St. Louis, Milwaukee, Cincinnati, 


| Cle me r San Francisco, to secure 


Space at all the Agencies. 


Sample Copy Free, | 


vertisements for a leading monthly journal 
circulated throughout the United tes. 
Address OB. 


Y, 124 Madison Ave., 
New York, 
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To reach monthly 

75,000 live, active 

mail buyers, adver- 

tise in 

The Agents Guide, 

GEO. W. CLAFLIN, 
Publisher, 

122 Nassau Street, 
New York. 


41,588,584 
Circulation 


In six months, July ist to Dec. Sist, 1890, was 
given by our agency to the 34¢-inch adver 
tisements of 


Scott’s Emulsion 
of Cod Liver Oil 


in Home Print country weeklies. 

We believe an investigation would satisfy 
many advertisers that they could use the 
Home Print weeklies to advantage 





Our Catalogue 9 ths class of 

papers, Second 
Edition for 1891, will be sent to any adver 
tiser on applic. ation, and our method of work 
fully explained. 





N. w. BRANC H, Heme Insurance Bldg, cut AGU 
EASTERN BRANCH, 54 Beekman St.. NEW YORE 


_ Toledo 
Blade, 


TOLEDO, OHIO. 


Daily Circulation, - 14,000 
Weekly 7 120,000 


For advertising rates, address 


THE BLADE, 
Toledo, Ohio. 


A Phenomenal 
‘Success ! 


a ablished less than four years and 
10w ahead of ALL morning dailies 
published in 


CANADA 


Circulation guaranteed the largest of 
any morning daily in the Dominion 
of Canada. 


How was it Done? 

ist. BY MAKING IT THE BEST 
NEWSPAPER 

2nd. SPENDING MONEY LIBERAL 
LY TO SECURE A CIRCULA- 
TION. 

8rd. REPRESENTING FAITHFUL 
LY THE INTERESTS OF TH - 
GREAT LIBERAL CONSERV 
TIVE P grt Zue DOMIN ANT 
ONE IN ¢ AD 

In selecting on - el advertts sing 

medium of Canada, do not overlook 

the Daily and Weekly 


“EMPIRE,” 


Toronto, Canada. 





Exclusively Represented by 

ROY V. SOMERVILLE, 
Special Agent, 
105 Times Building, 





New York, 





es 
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Cinctinmal 5, 22 21 
the Gonnett & Morse Concesn 
Avgvsto Me 
Gentlemen — 
One of our Customers in the Hfice to day said 
Comfort is great”. |r leads our list.” 
May the shadow never grow less is the wish f 
Yours truly 
In 
Chan adorn 


Stone W 





























HOW TO 
“LOVE FOR AN HOUR 


. SECURE 
the ie of a ney ners ark ADVERTISING 


by The Novelist of to-day FOR YOUR 
MRS. AMELIA. BARR, = SPECIAL EDITIONS. 


and which commences in the beau- 








tiful About this time of the year it is 
the practice of many enterprising 


OF THE tions, for which they seek patronage 
| from advertisers. 

NEW YORK LEDGER | The best, most effective and cheap- 

8 est way to call the attention of ad- 

vertisers to these special editions is 

to announce them in PRINTERS’ INK. 


THANKSGIVING NUMBER | newspapers to get out special edi- 


It is the best love story written | 
in years by an American woman, 
and will attract thousands of new Vo be most rer aan too 
readers to the Ledger Large out. Geeks Se. ene Se. Oe. Nees 
. Sy a" state than a month before the date of the 
extra edition. Illuminated cover. special edition 
may : ~ my P . 
No increase in advertising rates. 
Order and “copy,” to secure in-| GEO. P. ROWELL & CO., 
sertion, should be sent immedi-| Publishers, 
ately. Forms close Oct. 31st. | to Spruce Street, N. Y. 
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ENGLISH NEWSPAPER ADVERTISING. 


T. B. BROWNE’S 


AMERICAN BRANCH, 
353 and 355 Canal Street, New York. 


The importance of Great Britain and her possessions, as profitable markets 
for American productions, popularized by advertising, has apparently never yet 
been realized by the great American advertisers. 

Those interested in the subject, either as principals or agents, are invited to 
call or correspond with the manager, Henry Mann, who will be happy to place 
at their disposal a vast experience gained in handling the announcements of the 
world’s most successful advertisers, qualifying him to advise on all points, par- 
ticularly the scope for developing business depending upon press advertising in 
Great Britain, Australia, New Zealand, South Africa and India. He will be 
prepared to quote special rates for standing trade advertisements, and submit 
for inspection files of the leading daily, weekly and monthly publications of 
London and the chief cities. 

T. B. Browne’s head offices at 161-163 Queen Victoria Street, London, 
England, represent the largest and most complete organization devoted to press 
advertising in existence. 

T. B. Browne’s A. B. C. Directory for Great Britain, a bulky volume of 
upwards of 1,000 pages, is a complete guide to the British press. <A limited 
number of copies are for sale. Expressed for $3.00. 

All communications to HENRY MANN, Manager, 
7. B. Browne's British and Colonial Advertising Agency, 
252-255 Canal Street, New York, 












Advertisers in any part 
of the world are invited 
to visit Floral Park and 
examine our books and 
subscription lists. If 
we cannot prove a cir- 
culation of over 200,000 
copies of each issue of THE 
MAYFLOWER we will pay 
the total expense of the 
round trip, with a fair al- 
lowance for the time con- 
sumed by the person mak- 
ing the journey. 






How many 
Publications 
are there that 
DARE DO 
THIS ? 















We will 
PROVE OUR 
CIRCULATION TO 
EACH ADVERTISER 
Before Payment for 
Advertising is 
Due. 


Floral Park, N.Y. 
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GUARA NTEES. 
THE GINGINNATI POST 


GUARANTEES TO ADVERTISERS : 


| Largest DAILY Circulation of any Ohio 


» Paper. 

Greater Circulation in Cincinnati and 

» Hamilton County than the aggregate of 

all the other English daily papers published 
in Cincinnati. 





Greatest Circulation in the 750 Cities and 
Towns surrounding Cincinnati. 


” emai DAILY Circulation to) 


» Exceed 65,000 Copies, 


THE POST PUBLISHING CO., 


Cincinnati, Ohio. 


THE ST. LOUIS CHRONICLE 


GUARANTEES TO ADVERTISERS : 


Largest Circulation of 
» paper in the State. 


any afternoon 


Local Circulation in St. Louis 


Greater 

» than any other paper. 
Largest Circulation in the 300 Cities and 
‘Towns surrounding St. Louis. 


3. 
DAILY Cireulation to 
» ceed 40,000 Copies. 


THE CHRONICLE PUB. CO., 


St. Louis, Mo, 


THE KENTUCKY POST 


GUARANTEES TO ADVERTISERS : 


Greater Circulation in Kentucky than any 
, other DAILY Paper outside of Louis- 


ville. 
Double the combined Circulation of the 
» only other English and German Paper 
published i in Covington. 


3 Greater Circulation in Covington, New- 
t 


Ex- 


« port, Bellevue, Dayton and Ludlow with 
eir combined population of 100,000 than all 
Cincinnati and Covington Lin Ste tnd combined, 


The Kentucky Po Post Pub. Go., 
covenenea, KY. 

E. T. PERRY, 86-87 Tribune Building, New 

York, will furnish rates, copies and 


further information for the above papers. 


sample 








Put 
Them 
On 
Your 
List 


Sunday School Times, 
PHILADELPHIA. 
Presbyterian. 
Lutheran Observer. 
National B 3 
Christian | 
Presbyterian Journal. 
Ref’d Church Messenger 
Eplecepel Recorder. 
Christian Instructor. 
Christian Statesman. 
Christian Recorder. 
Lutheran. 
BALTIMORE. 


Baltimore Baptist. 
Episcopal Methodist. 
Presbyterian Observer. 


We state it briefly: 

No general advertiser can be 
well served in our field, except 
at greater cost and trouble, un- 
less these papers are on his list. 
These families can hardly be 
reached at all through any other 
advertising mediums. Certain- 
ly not through any other way 
so well, with so much indorse- 
ment or at so small a cost. 

One of the papers is national 
in circulation ; eleven of them 
cover the Middle States ; three 
reach the adjoining Southern 
States. All together every week 
they are read thoroughly in 
over 275,000 homes of steady 
and liberal purchasers by peo- 
ple who believe in them and 
trust their teachings. 

Are they teaching anything 
about what you have to sell? 
You can use any or all of them. 
Ask your agents about these 
papers, or if there is any in- 
formation we can give you, it 
will only require a letter from 
you to get it. 











One 
Price 
Advertising 
Without Duplication 
of on ae Al 
HOME 


JOURNALS 15 woemste 
Every Week 
Over 275,000 Copies 
Religious Press 


Association 
Phila 


= 
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_— pATION =... 
GIR? acre a 
WE ARE 


NWO VW 


PRINTING AND MAILING EVERY WEEK, AND 
CAN PROVE IT, 


Over 300,000 Copies 


Of the two (2) largest Weeklies in America, the 


SATURDAY BLADE 


AND THE 


CHICAGO LEDGER. 


How Many Thousand Over 


300,000 WE WILL MAKE KNOWN when we ADVANCE 
THE RATES 


25° January ist, 1892. 


The net Advertising Rates will be increased 25 per cent on all new business 


January Ist, 1892, owing to the rapid growth and great increase in circulation. 


ADVERTISING RATES UNTIL JANUARY 1sT, 1892. 
The Saturday Blade, agate - . $1.00 per line. 


‘ 


The Chicago Ledger, , - - - 50 
The Blade and Ledger combined, agate, - - 41,25 


Three Rules Peculiar to the BLADE and LEDGER. 


No. 1. Any advertising contract cancelled at any time for any person, for any 
reason. 

No. 2. No discount for time or space. 

No. 3. Circulation PROVED each week, by P. O. receipts, paper used, or in 
any other way suggested by any advertiser. 


Apply for space to any recognized Advertising Agency, or the Publisher, 
W. D. BOYCE, 116-18 Dearborn St., Chicago, Ill. 
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Detroit News, 
Pittsburgh Chronicle Telegraph, 


Cleveland Press. 


We want it understood that the circulations of 
the above papers have not doubled during the 
past year. Neither have they increased fifty 
per cent. 

While they have not done miracles, they have 
enjoyed a healthy growth. Their circulations 
are sound, and each year they stand better in 
their respective localities. 

This has been their history during past years, 
and we have no doubt history will repeat itself. 
All three are eight paged afternoon papers. 

We guarantee a combined daily (paid for) 


circulation of over 


IITO,OO0O 


C. J. BILLSON, 
Tribune Building, 
NEW YORK. 
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Advertisers Geti . | 
Good Service | * OK 


POPES OO eeeeeeeesees 








BY USING THE ADVERTISING PAGES OF 


GOLDEN DAYS 


THIS IS NO EMPTY CLAI/1. 


Facts bear out this statement, that 


eee ee eee eee eee eee eee ee ee 
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He He 3 Are Obtained from Using ; 
| Golden Days : 


toeeee 





Sixteen pages of reading matter and three cover pages of 


advertising. 
123,000 PEOPLE PAY $3.00 A YEAR 


for GOLDEN DAYS, and read it thoroughly. ‘They read its 


advertisements and act upon them. 


PROVE IT YOURSELF 


by sending a four-time order, at 7oc. per agate line. 
Twenty-six insertions 60 cents per line—fifty-two insertions 
50 cents per line, 


Send through your regular agent, or to 


R. A. CRAIG, Advertising Manager, 


121 Times Building, NEW YORK. 
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Woruns Home JOURNAL. 


BOSTON, MASS. a 


of the very best advertising —_ s that c 
anxious demonstrate to advertis x value of our colu ns. 
Ou eaders are libe i ail | buyers, and are tapes her abit of loo 
thro ough the ave rtising ¢ ie mns rt pape rch of bargai 
Why not giv a tr ial We gu 


40, O00 lone oe Seciiaastes 


At only 20 cents an Agate Line. 


Copy must be in October 25th. 


December Number 100,000 


Price 50 Cents an Agate Line. 


Order direct, or through any Advertising Agency. 


POTTER & POTTER, Pubs., Boston, Mass. 


“The Xarkes Blade 


SNawadle Maxerisng Medio 


BAT Wdhual Crrodele eth 
Parad VreadaaAM 
RWAIaLreadlstar EM 


WraCrenlshonl {Ny 
WidhalGruddion WM 


RR TiECa OM 


Rreserk hanerkisung Rashes TSc.yerhgalelune. 
Potiey & Portex , Pubs. 
BS RW ederalSr. Boston Mass 
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i We '¥, 
WwW 


a ’ : ld oh a WN : 
The Light that Rules the day but reflects the opinions of 
all who make it their special business to study newspaper circulation, that 

THE PORTLAND OREGONIAN 


** Covers the Whole Field.” If you are of the opinion that you can suc- 


cessfully advertise in Portland and the State of Oregon without using the columns 
of THE OREGONIAN, you will find yourself left in the dark. 


S. C. BECKWITH, roneien soverrisine, 
509 THE ROOKERY, 48 TRIBUNE BUILDING, 
CHICAGO. NEW YORK. 
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The National Tribune 


WILL ISSUE FOUR EDITIONS OF 


250,000 Copies Each, 


OCTOBER 22, 29, NOVEMBER 5, 12. 


No Extra Charge for Advertising in These Issues. 
+ —-- + + 
Copy must be in hand at least three days in advance of 


date of issue for which it is intended. Address 


THE NATIONAL TRIBUNE, 


BRANCH OFFICE: WASHINGTON, D.C. 
66 PULITZER BUILDING, NEW YORK CITY. 
BYRON ANDREWS, Manacen, 





